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Abstract 
In this study it is aimed to identify the differences of Turkish and Spanish Tourism Industries by using the Diamond 
Model of M. Porter to explain the indicators of different performance of two countries, in the competition of world 
tourism market. To get answers for the research question, a questionnaire was conducted under the guidance of 
diamond model and the conclusions of academicians. The questionnaire has two types of questions; 3 scale Likert 
method (to evaluate the situation of parameter) and open ended questions to get the reasons of the answers for each 
parameter.  
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have been done with the presidents of Turkish Hotel Association and Turkish Travel Agencies Association. Istanbul 
and Madrid were chosen as the sample research areas as being most popular tourism cities and having tourism demand 
for 12 months of year and also the number of active alternative tourism types. Data obtained from questionnaires were 
analyzed and the results of the analyses were discussed and recommendations were provided for managers and 
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1.Introduction 
It is seen in the statistics of World Travel and Tourism Council that some nations that compete in international 
tourism market are more successful than some others. As an example to this case; European Continent has taken the 
share of 490 billion USD from total world tourism income of 900 billion USD and Spain has the major share in all 
other European countries with more than 50 million tourist and about 60 billion USD. In this situation Spain has the 
position of being one of the leader tourism countries in the world and as a competitor of Spain, Turkey has the tourism 
demand of about 25 million tourist and 20 billion USD income (wttc.org). When it is analyzed on the parameters of 
cultural and natural touristic sources, both of these countries seen as having similar potential of tourism sources of 
indicators of d Within the framework 
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of competitive advantage of nations, this study focuses on explaining the differences of Spanish and Turkish Tourism 
Industries under the guidance of diamond model of Michael Porter. In this context, the study begins by a literature 
review of the statistical data of world tourism industry, diamond model and its sub-parameters, then will go on to 
answering the research question with the findings of interviews in both countries. Research methodology, analyses 
results and research model takes place at the fallowing sections.  
2. Literature Review  
      Diamond Model: The Diamond Model of Porter has a main question that there are inherent reasons about why 
some countries and industries are more successful than others in global scale. By constructing on this question 
Diamond Model search for the answer under 4 main sub-determinants (factor conditions; demand conditions; related 
and supporting industries; firms strategy, rivalry and structure) and 2 other affective sub-determinants (government; 
chance) (
Kibritcioglu,1998; Moon et al.,1998; Porter,1990; Rugman,1993; Timurcin, 2010; Yazmacioglu,2006). 
a) Factor Conditions: Factor conditions can be seen as advantageous factors found within a country that are 
subsequently build upon by companies to more advanced factors of competition and also built competitive advantage 
if they are managed strategically. 
b) Demand Conditions: As it is told in the literature review of the diamond model, if the local market of a product is 
more demanded at home than foreign markets, this will can provide a competitive advantage for that industry and 
product. 
c) Related and Supporting Industries: If the supporting industries of an industry are competitive and locally situated 
this will provide competitive advantage for the related industry and this will potentially lead to greater competitiveness 
for national firms. 
d) Firm Strategy, Structure, and Rivalry: The structure and management styles of firms in nations have the 
potential of effecting on competitiveness. For example if the competition in local markets is fierce, firms can get 
capabilities of competitive advantage in global scale.  
Addition to these four factors chance and policies of governments are explained as effective outer factors for 
competitiveness. The interaction success of these 6 factors of Diamond Model is told as acting in the positive 
countries and industries can see their competitive positions and the indicators of competition in the market that they 
are performing.   
3. Methodology 
3.1. Research Goal and Data Collection 
      In this study it is aimed to identify the differences of Turkish and Spanish Tourism Industries by using the 
Diamond Model of M. Porter to explain the indicators of different performance of two countries in the competition of 
world tourism market. To get answers for the research question, a questionnaire was conducted under the guidance of 
diamond model and the conclusions of academicians. The questionnaire has two types of questions; 3 scale Likert 
method (to evaluate the situation of parameter) and open ended questions to get the reasons of the answers for each 
parameter.  
      
Turkey and 13 to
been done with the presidents of Turkish Hotel Association and Turkish Travel Agencies Association. Istanbul and 
Madrid were chosen as the sample research areas as being most popular tourism cities and having tourism demand 
during 12 months of year and also the number of active alternative tourism types. Data obtained from questionnaires 
were analyzed and the results of the analyses were discussed and recommendations were provided for managers and 
academicians 
3.2.  
3.2.1.The Evaluation of the Factor Conditions of Turkish and Spanish Tourism Sectors 
In this section, the comparative analysis of Spanish and Turkish Tourism sectors was conducted under the sub-
parameters of the factor conditions of the diamond model. Based on the answers obtained from the interviews, the 
effect of the qualified work force on the competition in Spain and Turkey has a similar aspect. Based on this situation, 
the effect of the qualified work force on competition was expressed positive at 80,95% in Turkey and at 72,41% in 
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Spain respectively and in addition to this, the status of qualified work force was stated as mediocre at 14% in Turkey 
and 17% in Spain and as negative with 10,34% in Turkey and 4,76% in Spain.   
Comparison of the Qualified Workforce Potential: The effect of the qualified work force on the competition in 
Spain and Turkey has a similar effect according to the interviews. According to this situation, the effect of the 
qualified work force on competition was expressed positive at 80,95% in Turkey and at 72,41% in Spain respectively 
and in addition to this, the status of qualified work force was stated as mediocre at 14% in Turkey and at 17% in Spain 
and as negative with 10,34% in Turkey and 4,76% in Spain. Based on the current view of the qualified work forces of 
both countries, they have parallel conditions which are advantageous in terms of the competition.  
In Turkey, graduates of the tourism vocational high schools and tourism vocational junior colleges and relevant 
departments of the Universities as well as graduates of marketing, communication, public relations, accounting and 
human resources departments of the universities are deemed as qualified work force for the tourism sector. This was 
expressed as a strong aspect in terms of the qualified work force potential. Moreover, since these students spend most 
of their training periods in tourism enterprises, they are defined as low cost personnel by the Tourism Businesses even 
before their graduation. This was expressed as an advantageous parameter in terms of the effect of the qualified work 
force potential to the competition. Based on the data given during the interviews in Turkey, it was seen that the 
qualified work force in the schools providing tourism education, the qualified work force is trained at the level to meet 
the theoretical requirements however it was also expressed as a weak side that the application trainings are not at the 
same level. In Turkey another weak side in terms of the qualified workforce in Turkey are the insufficiencies in 
foreign language education. It was expressed that English education is given at a mediocre level and German, Russian, 
Latin and foreign visitors suffer due to the foreign language problems. Another weakness expressed by those who 
have participated in the interview is that due to the fact that the human resources departments have very high demands 
schools and tourism junior colleges are mostly employed in the fields other than managerial departments. Although 
this may seem like a downside in terms of the quality, it was expressed as an advantageous situation for the enterprise 
in terms of the costs. 
The weaknesses in terms of obtaining the permissions for the foreigners planned to be employed in Turkey under 
required conditions is expressed as another issue. In Spain and other member states, the human resources having 
received university education in the field or having relevant experience can be used which is useful for them. The lack 
of qualified personnel who can speak English well was expressed as a weakness for the tourists from European 
countries in Spain and in addition to this, despite the connections with the far eastern tourism countries and the 
tourism demand being high, the lack of qualified personnel in this area was defined as a weak parameter. 
Comparison of the Natural and Cultural Tourism Resources supplied: Based on the answers obtained from the 
interviews, the natural resources supplied in Turkey were expressed as positive at 48,28% in Turkey while this number 
is 100% for Spain. The remaining 51, 72% among those who answered the question of the interviews evaluated the 
situation as mediocre. When it was considered from the competitive perspective, Spain has a competitive position in 
terms of the natural and cultural tourism resources supplied whereas a situation in need to be developed can be 
observed. There is significant difference between the two countries in terms of the supply of natural and cultural 
tourism resources. 
The geography Turkey is located at and the heritages from the different civilizations of the region and  the cultural 
heritage having the quality to attract foreign and domestic tourists was expressed as a strong aspect. The number of the 
sunny days in Turkey and clean beaches in Turkey as a tourism resource as well as creeks, lakes and mountain areas 
suitable for sports were expressed as strong aspects. Based on the opinions of the experts having attended to the 
interviews in Turkey, the touristic cultural assets although great in number are weak in terms of their being open to 
visits. The mentioned values were taken under protection by the state and private organizations where the tourism 
demand is high and relevant arrangements were made and it was also expressed that although they were open to 
tourism visits, since they were not protected well and also not properly promoted. This was determined as a weakness 
for Turkey to be developed. In Turkey another weakness was the openness of the destinations for alternative tourism 
for use and their lack of support in terms of usage which was also expressed as a weakness. The interviews made in 
Spain showed that the cultural and the natural resources in Spain were under protection by means of the long term 
policies and they were open to touristic visits and it was also expressed that the presentations were properly made  
Comparison of the Information and Communication Resources: Based on the interviews, the information and 
communication resources in Turkey were expressed as positive at 68,97% while in Spain it is positive at 71,43%. In 
addition to this, the information and communication resources were expressed at 31,03% as mediocre in Turkey and 
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23,81% in Spain as mediocre and as negative in Spain at 4,76 %. In general terms, the information and the 
communication resources of both countries have positive influence on the competition with similar status.  
Based on the answers obtained from the interviews made in Turkey, the superiority of the main communication and 
information sources namely national and international newspapers, magazines TV channels and similar media factors 
as well as relations with market research companies and Access to information and ease of communication in Spain 
especially with the use of internet is generally good terms of quality and quantity which is expressed as strengths of 
tourism sector in Turkey. The high number of the mobile communication companies and these companies offering 
many advantages of communication, advertising and promotion for the companies is another source of information. 
Also among the answers obtained during the interviews, in the context of the information Technologies in Turkish 
Tourism Industry, the existence of the technological means and aspects of the reservation, sales, customer relations, 
human resources, accounting systems, online promotion and marketing services in information Technologies context 
is expressed as a strength of Turkish tourism. In addition to the strengths of Turkish tourism sector mentioned above, 
the mentioned products having foreign patents, their significantly high prices and lacking in quality to meet the few 
domestic product needs was expressed as the weakness.  
In Spain, the availability of national and international newspapers, magazines, tv channels and similar media factors as 
well as relations with market research companies and Access to information and ease of communication in Spain 
especially with the use of internet is parallel to that in Turkey in terms of quality and quantity which is expressed as 
strengths of tourism sector. Although in Spain, the existence of the mobile communication companies were expressed 
as strength, their significant costs create a disadvantage of costs which is deemed as a weakness. In Spain, the 
existence of the reservation, sales and customer follow up systems were deemed and expressed as advantages and it 
was emphasized as a strength that both domestic and foreign patented products are used and their qualities being 
sufficient enough was given as a strength. However it was also expressed that there are difficulties in issues such as 
updating and after sales support and the cost disadvantage which arises due to high prices was laid down as a 
weakness factor. 
Comparison of the Substructure Conditions: Based on the answers obtained from the interviews, the substructure 
conditions in Turkey were expressed as positive at 37,93% in Turkey and 66,67% in Spain. Over those having 
answered the interviews in Turkey, mediocre was answered by 48,28% and the remainder answered as negative at 
13,79%. The substructure conditions in Spain was defined as mediocre at 28,57% and negative at 4,76%. There is 
The status in Spain showed a competitive position while in Turkey, there is still significant need development.   
In many regions which are developed in terms of tourism, the substructure means being sufficient in terms of quality 
was expressed as a strength however the lack of development in terms of the number of companies over the supply for 
the region and the significant industrialization rate in the region was defined as a weakness in parameters. In the 
underdeveloped tourism areas having tourism potential, the substructure conditions not being very well was defined as 
a weakness since this causes the preventive factors for the spreading of the tourism from the active regions to these.  
The transportation between the cities not being in the form of a network, the distinct status of the airports, railways 
and motorways is expressed as one of the differences in the development of the regions. In terms of the substructure 
conditions in Spain, not having problems in electricity, water and sewage systems  and the basics of the transportation 
systems namely railways, motorways and airports being integrated as a network were expressed as strengths while the 
traffic problems in major cities were expressed as negative. 
Comparison of the Capital Resources: When the capital resources are analyzed in Turkey and Spain comparatively, 
the positive opinions given were at the rate of 58,62% in Turkey and 61,90% in Spain. In addition to this, in Turkey 
mediocre opinions were at 31,03% and negative opinions were at 10,34% which was as mediocre at 33,33% in Spain 
and negative at 4,76%. The current status shows that both countries have parallel looks in terms of their capital 
resources.  
The companies engaged in industry in Turkey having the purpose of providing liquid cash flow and due to the build-
operate and transfer model being seen as attractive by the construction companies gained attention from the domestic 
and foreign capital. This was expressed as strength. The chain hotels which have become landmarks making 
investments in Turkey and being in cooperation with Turkish companies is deemed as a strength. Despite that, the 
international tour operators keeping foreign capital at hand mostly and the return of the foreign currency to abroad 
from indirect routes was expressed as a negative factor. The status in Spain is the effects of the rapid development of 
the tourism industry during the recent years and the quantitative existence of the foreign and domestic capital in the 
country is deemed as strength. The current economic crisis and the thought that this crisis may not be remedied very 
soon is expressed as a weakness of the sector.  
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The Quality and Quantity Comparison of the Universities which provide Tourism Education: Based on the 
current status, the qualities and quantities of the universities which provide tourism education in Turkey is deemed as 
positive at 48,28% in Turkey and at 57,14% in Spain. Furthermore, it was deemed as mediocre at 31,03% in Turkey 
and 42,86% in Spain and negative opinions were given at 17,44% in Turkey. Based on the given numbers, Spain 
seems to have a more competitive advantage compared to Turkey in terms of the current views.  
Although Turkey is deemed as sufficient in terms of the number of Universities in Turkey, the higher rate of graduates 
create an inflation of human supply and provide the tourism sector with the advantage in cheaper human resources. 
There are also observations in Turkey in terms of the weaknesses in qualities of the graduates. Although theoretically 
the training is deemed as sufficient, the quality of foreign language teaching was expressed as low and since the needs 
in this regard were met by the foreign employees, it was stated that the costs are high. 
In Spain, the universities which provide tourism education in Spain were deemed as sufficient to meet the 
requirements except for the foreign language teaching aspect and foreign language teaching was defined as an aspect 
to be developed. In Spain, the experts having participated in the interviews in Spain expressed that they find the 
universities providing tourism education sufficient in terms of quantity but not in terms of quality which is a 
weakness. 
Comparisons of the Tourism Research Institutions: Based on the interviews made, the positive opinions relating to 
the current status of the tourism research institutions in Turkey were given as positive as 37,93% in Turkey and 
66,67% in Spain. In addition to this, in Turkey, at 48,28% mediocre and 13,79% negative results were expressed in 
Turkey and in Spain the mediocre opinions were at 33,33%. There is a significant d
of the tourism research institutions the companies employ.  
The research and development activities relating to the tourism in Turkey are generally organized by the projects in 
the universities and the statistical researc
research institutions were expressed as strengths. However since the researches made were not under the titles based 
on the requirements of the companies, it was expressed that they should have been made in coordination with the 
sector. Furthermore, the researches in tourism which nearly only encompass the developments in computer and 
information Technologies are conducted by the foreigners who are more dominant in this field and this was defined as 
a weakness since this means significant costs in terms of the companies.  
In Spain, the researchers conducted by the National Statistics Institution (INE), Spanish National Travel Agencies 
Union (AEDAVE), universities and the private research organizations were expressed as strengths in terms of the 
tourism in Spain. The experts having attended to the interview stated that the researchers mainly emphasized on the 
tourism activities in European Union and it was not directed to the tourism potential in the other countries.  
Comparison of the Integration Status of the Modern Transportation Systems: In Spain and Turkey, the 
integration of modern transportation systems were defined as positive at 10,34% in Turkey and 71,34% in Spain. It 
was defined as mediocre in Turkey at 55,17% and at 34,48% as negative, In Spain 23,81% of the opinions were 
mediocre and 4,76% was negative. The current status shows that there is significant difference in terms of the 
integration of the motorways on Spain side.  
The railways in Turkey are seen as inefficient ways of communication where no benefit can be obtained in major cities 
excluding the underground and it is insufficient for tourism. The trains are very old and lack quality and the railway 
web is weak and it is not integrated with other transportation systems. On the contrary to Turkey, in Spain, the railway 
system has an extensive web in terms of domestic rail systems and the intercity railways which was expressed as a 
strength   
The motorway systems in Turkey are defined as developed in terms of their expansion, lines and qualities of the roads. 
The break locations on the motorways and the stations as well as the expert companies with quality vehicles and the 
experienced personnel were expressed as strengths. The lack of parking spaces, the roads within cities being narrow 
and traffic issues in cities with higher population especially Istanbul were defined as weaknesses. When the situation 
was analyzed in Spain, the expert opinions stated that the web of motorways developed properly parallel to the 
development of Turkey which is a strength factor. Lack of land borders with European countries provides an 
advantage for Spain and  it is defined as another strength. 
In Spain, having sufficient companies and vehicles for tourism transportation was expressed as a strength factor 
whereas the vehicles used in tourism transportation being old was expressed as a weakness.  
Although the existence of businesses which have flights domestically also abroad being expressed as a strong aspect, it 
is also emphasized that the international airline companies provide transportation to the major cities which is only 
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positive for the developed tourism regions only. The airports having high standards in terms of the services and the 
quality of the facilities was defined as a strength however absence of the airports in some regions where there is 
tourism potential negatively affects the domestic tourism.  
There are other companies having been opened in Turkey as cheap alternatives to THY in domestic flights lately and 
they are deemed as positive factors which affect the domestic tourism activities in Turkey  
In Spain, there are many airline companies which have national and international flights and they are spread all over 
the country and have an integrated structure with the other travel systems which are deemed as strong aspects 
improving the advantages and the demands.  
As Turkey has a domestic tourism potential equal to its own population, Spain supplies as much domestic tourism 
potential as the population of European Union in addition to its own population. This can be defined as a strong 
aspect. Spain has visa procedures for the nationals of countries other than European Union member states. 
Since the harbours in Turkey generally provide services in the field of transporting freights, there are very few 
harbours which provide services for the cruise ships within the frame of the tourism. Since the qualities and quantities 
of the harbours aimed at the sea cruises preferred by the high income groups are low increases the potential in this 
regard adversely. Even if the yacht harbours in Turkey are defined more positively compared to the harbours which 
render services for the cruise ships in terms of quality, their numbers and capacities for accommodating yachts were 
deemed as low. Also, the facilities aimed at providing maintenance and repair services for the yacht harbours are 
deemed to be insufficient. 
The harbours which provide services for the cruise ships in Spain are defined as sufficiently qualified in terms of 
quality and quantity. Thus, Spain is among the harbours where the cruise ships travelling in Mediterranean Sea often 
involve in their tourism schedules. The yacht harbours in Spain are also deemed to be sufficient by the experts in 
terms of quantity and quality. Although there are no certain negative aspects of the yacht harbours in Spain in terms of 
quantity and quality, there are many harbours having significantly low accommodation capacity  
3.2.2. Evaluation of the Demand Conditions in the Tourism Sectors of Turkey and Spain 
The Structure of the Domestic Demand and the Comparison of the Combination: The integration of modern 
transportation systems was expressed as positive in Turkey at 24,14% and at 76,19% in Spain. Moreover, in Turkey, 
negative results obtained were at 51,72% in Turkey and negative at 24,14% and the mediocre result in Spain was at 
the level of 23,81%. The current status showed that there is significant difference between the two countries on 
 
In the interviews, it was expressed that the domestic demand conditions in Turkey were improved during the last years 
destination where mass tourism demand is high under the package tours and all inclusive systems. Due to the fact that 
the tour packages are focused in the months of summer, the final result adversely affects the regions except for those 
defined as landmarks such as Cappadocia and the regions of sun and sand tourism. In addition to this, the cities which 
have been developed well in terms of industry may have a strong demand for business travels, fairs and congresses. 
Furthermore, in Turkey, the businesses which provide travel, accommodation, restaurant and entertainment services 
are the leaders in tourism but also other players from different sectors should collaborate in creating the demand which 
is a factor of demand encompassed by the multiplier factor.  
In Spain, the demand for the domestic tourism is about a concept spread all over the company and not a concept where 
only certain regions are in demand. In this case, the positive effects of the opportunity to travel from European Union 
Member states without any visas are also expressed. Another comment given which is parallel to the answers received 
during the interview for evaluating the airways travel systems, we encounter as we analyze the demand for the 
domestic tourism market. When the qualitative answers were observed, in addition to the high supply for the demand 
for expenditures in every region, also there are factors of means of cheap travel and accommodation means to meet the 
tourism demand from the young people in European Union and also the low cost tourism supply is available. These 
opportunities may be expressed as competitive advantages which provide means for the sustainable tourism movement 
all over the country.  
The Comparison of the Structures of the Preferences in domestic markets to the Foreign Markets: The positive 
approach expressed was seen in the reflection of the preferential structure in Spain and Turkey to foreign markets was 
positive at 13,79% in Turkey and 80,95% in Spain. Moreover, in Turkey, 48,28% mediocre and 37,93% negative 
results were expressed. In Spain, mediocre opinions were at 19,05%. The current status shows that there is significant 
difference in the part of Spain under the current conditions.  
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The reflection of the preferences structure within the domestic demand structure in Turkey to the foreign markets has 
another view within the scope of the opinion defended in the frame of the diamond model. According to this model, 
the sectors which manufactured industrial goods have to be motivated for their products they supply in domestic 
markets to have demand and  to try the same products in foreign markets and they should arrange the demand in the 
way to meet the expectations of the foreign tourism demand. The situation expected here is the domestic tourism 
demand moving in line with the supply regulated based on the foreign tourism. The companies which provide their 
services over the seasonal mass tourism in Turkey expect from their personnel foreign languages, personnel 
specialized in kitchen and cuisine, exclusive service methods and hours, organized music and entertainment ways. In 
Spain, the answers from the interviews expressed that the tourism supply was organized and arranged with the 
emphasize on the Spanish culture and life style, so this allows the services to be provided in line with the domestic 
preference structure. Due to the Spanish culture and values bearing properties in line with Spanish culture and values, 
it is attractive for the foreign tourism as well.   
Comparison of the Progressive and Innovative Approaches of the Businesses: In terms of the innovation 
approaches of the businesses in Spain and Turkey, the opinions were expressed as positive as 55,17% for Turkey and 
28,57% for Spain, in addition to this, 41,38% for Turkey and 23,81% for Spain were the mediocre results whereas the 
negative results obtained were as 3,45% for Turkey and 4,762% in Spain. It can be expressed that there is a significant 
difference in the part of Turkey under aforementioned conditions. 
It was expressed that the companies engaged in Turkish tourism sector are open to innovations in line with the 
customer demands and by copying the successful applications of the leading companies in the industry as well as 
implementing the new applications which may positively affect the production factors, positively, cause the work 
force to perform more efficiently and increase the customer satisfaction. In addition to this, it was also expressed that 
Turkish businesses follow up technological innovations and changes and have a positive approach towards using new 
systems in the fields of marketing, presentation, sales and reservation and it was also stated that there is a significant 
increase and improvement in terms of the physical sub-structure and the facilities. The interviews in Spain expressed 
that they are weak in innovations. In terms of the physical superior structure, it was expressed that new businesses are 
services under the same concepts in the designs of products and services. 
3.2.3. The Comparison of the General Structures of Turkish and Spanish Tourism Sectors and the Evaluation 
of the Sectoral Competition 
Comparison of the General Structures of the Sector Components within Turkey: In terms of the development and 
the innovations of the companies in Spain and Turkey, the opinions were expressed as positive as 55,17% for Turkey 
and 76,19% for Spain, in addition to this, 31,03% for Turkey and 76,19% for Spain were the mediocre results whereas 
the negative results obtained were as 31,03% for Turkey and 23,81% in Spain. 
Based on the interviews made, it was seen that an integrated structure based on accommodation, travel, food and 
beverages and entertainment exists in Turkish tourism sector. The structuring in question is strong in the regions 
where the tourism demand is high whereas it is weak in the regions where there is demand for tourism however the 
investments cannot be implemented. This causes the differences of development between the regions and causes the 
national demand to give failure in internal regions.   
While the domestic tourism demand is channelled by some major national operators having significant volume, a 
structure dependant on the foreign tour operators were expressed in terms of the foreign tourism demand. The tourism 
demand in the higher income group were expressed as factors which are disadvantageous for Turkish tourism industry.  
Based on the interviews, the experts stated that the Spanish tour operators who can channel the domestic and foreign 
tourism demand of Spain is the powerful aspect of Spanish tourism. The existence of a tourism structure spread all 
over the country encompassing many accommodation, entertainment and restaurant businesses was defined as one of 
the powerful sides to the Spanish tourism however its lack of innovative approach, negative effects of the current 
economic crisis and the structure with few new investments are expressed as its weak sides. 
The Comparison of the Strategies Implemented by the Companies: Based on the answers on the level of effect of 
the strategies implemented by the companies engaged in Turkish and Spanish Tourism sectors to their levels of effect 
to the competition, we can see very similar pictures parallel to each other. In this case, the effect of the company 
strategies to competition was expressed as positive as 51,72% for Turkey and 61,90% for Spain, in addition to this, 
41,38% for Turkey and 28,57% for Spain were the mediocre results whereas the negative results obtained were as 6,90 
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for Turkey and 9,52% in Spain. In the general meaning, the competitive advantages of the two countries are similar in 
terms of the company strategies.  
The seasonal companies in Turkey surrender to the foreign tour operators with their pre-season contracts. The 
businesses in the areas where work travel is frequent and intense, especially hotels have a specialized nature on the 
congress and fair organizations. Most of the mentioned Turkish travel companies act as sales offices and suppliers for 
few domestic operators and the foreign tour operators who control the foreign demand. The mentioned operators 
restrict the travel companies acting in the role of a sales office or welcome from arranging independent organizations 
with their agency contracts.  
Most of the accommodation businesses in Turkey are dealing with business activities under International Chains of 
enterprises. This means sharing the cost or revenue i
chains and the capacity of being international under the name of a domestic chain is defined within a low profile.  
In Spain, the tourism services are arranged in line with the Spanish culture and the expectations of the domestic 
tourism demand. Within the lack of expansion of the all inclusive systems, the tourists also spend Money outside the 
accommodation businesses. The companies lacking an innovative vision was expressed as a weakness to be worked on 
and developed. 
A comparison of domestic market conditions: Turkish and Spanish tourism sectors are evaluated as having a 
positive outlook at the rate of 48.28 and 52.38 % respectively, as far as domestic tourism markets  are concerned. In 
addition, 31.03 of respondents in Turkey and 47.24 % in Spain have evaluated the situation as average  while 17,24 % 
of them in Turkey made a negative evaluation. The responses show that there is a parallel situation in Turkey and 
Spain.   
Travel, transportation, food&beverage and entertainment enterprises and high quality and upper class accommodation 
services are generally provided by the private sector in the Turkish tourism sector but it must be added that the state 
guest houses, accommodation enterprises belonging to the public establishments are also active with suitable prices in 
this sector and make a significant   contribution to the participation of the middle income groups to the tourism sector.  
Travel, accommodation, transportation, food&beverage and entertainment enterprises work as an interrelated network 
with each other and act as buyers, suppliers and competing enterprises for each other in this way . Associations like 
TUROB, TURSAB and TUREB and the state keep the Turkish tourism sector, which is characterized by non-
monopolist, free market conditions, in order to maintain conditions of competition. 
Experts who have participated in the interviews in Spain have stated that travel, accommodation, food&beverage, 
transportation and entertainment enterprises in that country have an adequate profile with a well balanced distribution 
all over the country in terms of both quality and quantity. Touristic enterprises in Spain provide services and goods 
addressing to almost all income groups and this situation makes it possible to attract all types of local and foreign 
tourists to prefer that country for tourism purposes. Acts of terrorism do not appear in an exaggerated manner in the 
Spanish media, which in turn reduces the degree, to which the image of the country is affected by these events, to 
minimum at the international level. The effect of terrorism is stated to be at a low level. The economic crisis which 
Spain is currently undergoing has affected the structure of employment and lead to the increase of costs of all 
components of the tourism sector and impaired the quality day by day. As a consequence, a structural weakness has 
arisen that affects the tourism sector of the country negatively.             
 A comparison of the levels of brand formation: Turkish and Spanish tourism sectors are evaluated as having a 
positive outlook at the rate of 13.79 and 90.48 % respectively, as far as formation of brands in the sector are 
concerned. Besides, 51.72 of respondents in Turkey and 9.52 % in Spain have evaluated the situation as average  while 
34.48 % of them in Turkey made a negative evaluation. Spain is quite ahead of Turkey in terms of formation of brands 
according to the responses of the interviewees.    
When we have a look at the general situation in Turkey, Mediterranean and Aegean regions, Cappadocia and Istanbul 
have been stated to be destinations which have become brands from the point of view of domestic and foreign 
markets. The fact that the infrastructural investments have been realized at a relatively early stage in those regions  has 
made it possible  for branded foreign tourism enterprises to be active there.  
Formation of brands is being realized at a more positive level as a result of the current level of the production of 
services in the sector and cooperations entered into with the foreign brands.  Currently it can not be said that a full-
fledged, highly developed process of formation of brands have been completed but it may well be anticipated that the 
course of developments in the sector shall be very promising in that respect. Formation of brands is realized in the 
form of either being a part of 
does not make much contribution to the competitive capacity of the local enterprises of the country, it is still useful in 
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the sense that the local enterprises learn various aspects of tourism from the foreign chains  which in turn makes it 
possible  for them to create their own brands.      
On the other hand, the regions which have a potential for tourism but could not attract any investments so far have 
been deprived of both private sector investments and the publicity and brand policies of the state. Turkish tourism 
sector is evaluated as being at an weak level that does not correspond to the respective international standards in terms 
of  the protection and arrangement  of its touristic, cultural and natural resources and open them to visitors. Such 
factors as the high number of TV channels in Turkey, the possibility of  making promotion and advertisement 
activities  in the local television channels as well as the channels included in the package satellite systems abroad, the 
increasing awareness of the companies about the advantages of  having a brand  together with the increasing 
competition, increasing consciousness of the demand for tourism together with the widespread use of information 
technologies and  the continuous increase of the quality and alternatives of services have been evaluated as factors that 
would contribute to the positive development in the direction of brand formation.  On the other hand the image of the 
country has also been stated to be one of the important factors from the point of view of  brand formation. Turkey has 
an image identical with the Arabic countries abroad and besides it is not considered as a very secure country due to 
various factors like, among others, terrorism.      
The views of the experts who have participated in the interviews in Spain agree on the fact that Spain is a successful 
global brand in terms of brand formation of touristic enterprises in Spain, the recognition of the characteristics of 
Spanish culture and people and its natural resources  of the country  at the international level etc.   
3.2.4. Evaluation of the related and supporting industries of the Turkish and Spanish tourism sectors 
A comparison of the supplier enterprises: Turkish and Spanish tourism sectors are evaluated as having a positive 
outlook at the rate of 51.72 and 66.33 % respectively, as far as the evaluation of the supplier companies are concerned. 
Besides, 48.28 % of respondents in Turkey and 33.33 % of them in Spain have evaluated the situation as average.   
The fact that the supplier companies are sufficient in the developed touristic regions and the structure e of their 
groupings has been evaluated as a strong aspect of the supplier industry. The sectoral structure which is characterized 
by the fact that travelling, accommodation, transportation, food&beverage and entertainment enterprises are both 
supplier for and competitor against each other and the high number of  companies that offer information services as 
well as supply foodstuff and fulfil similar supporting services, the level of development of the supplier companies in 
terms of  the ability to introduce sustainable innovations  have  been considered  within the scope of positive  
evaluation. However the non-standard practices carried out by the supplier companies for the purpose of reducing the 
costs is an indication of the negative aspects in terms of  reliability, skills  and finance.   
The structure of the supplier industry in Spain has been evaluated as similar to the sectoral structure in Turkey which 
is characterized by the fact that the travel, accommodation, transportation, food&beverage and entertainment 
enterprises are both supplier fot and competitor against one another. The low level of the capacity of the touristic 
enterprises to make high amounts of purchase and conclude long-term contracts in their relations with the supplier 
companies is evaluated as a weak aspect of tourism enterprises against the suppliers.     
A comparison of the support of the related industries: The general structure of tourism sector is characterized by 
the facts that the companies in the travel, accommodation, entertainment and food&beverage industries are intertwined 
with each other both as suppliers and buyers. In the diamond model this situation has been determined as a difference 
between the sectors producing industrial goods and tourism sector.  For that reason , when the experts, who have 
participated in the interview,   were asked about the support of the related industries, they were asked to make special 
evaluations within the scope of  not only internal components of the sector  like travel, accommodation , entertainment 
and food&beverage  industries but also related industries like construction, food production, textile and  
communications.  
Turkish and Spanish tourism sectors are evaluated as having a positive outlook at the rate of 68.97 and 52.37 % 
respectively according to the responses of the interviewees. Besides, 47.62 % of respondents in Spain have evaluated 
the situation as average. Spain has been evaluated in a better situation against Turkey in terms of the support of the 
relation industries.    
The support of such  industries like construction , furniture and decoration , food production, textiles and 
communication  with which Turkish tourism sector has a horizontal relation and out of which it benefits from cost 
advantages has been evaluated as developed and intensive.  
On the other hand, in the Spanish tourism sector, the responses received from the interviewees has shown that the 
support  of the relation industries have been evaluated as sufficient as far as  foodstuff producing companies and the 
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communications, textiles and transportation sectors are concerned while support received from the construction and 
future / decoration sectors have  been  considered as low because of  the high costs of renewal and replacement. 
Comparison of the rapid access to price effective inputs: Turkish and Spanish tourism sectors are evaluated as 
having a positive outlook at the rate of 58.62 and 80.95 % respectively, as far as the comparison of the related 
industries are concerned.  Besides, 41.38 % of respondents in Turkey and 14.19 % of them in Spain have evaluated the 
situation as average while 4.76 % has made a negative evaluation.   
Touristic enterprises attribute great importance to the existence of departments specialized in purchasing for the 
purpose of rapid access to effective inputs and the high number of suppliers makes it possible to make positive use of 
that situation. This situation offers price advantages to the touristic enterprises which in turn offer an advantage in 
terms of international competition. However since  most of the material needed are foreign exchange indexed, the 
continuous changes in the prices makes it difficult for the enterprises to control the costs from the point of view of 
long-term calculations .  
The means of rapid access to price effective domestic inputs has been evaluated as positive  in terms of their effect on 
competition since the companies are furnished updated information on price changes and other information on the 
supplier companies  through the websites, advertisement and publicity activities  of those   companies in Spain.  In 
addition it has been stated that the companies which have operations abroad have difficulty in having access to the 
actual data because of  differences due  exchange rates.    
3.2.5. Evaluation of the supportive role of the state in the success of tourism sectors in Turkey and Spain   
Comparison of the supportive role of the state: Turkish and Spanish tourism sectors are evaluated as having a 
positive outlook at the rate of 20.69 and 80.95 % respectively, as far as the comparison of incentive policies of the 
state are concerned. Besides, 51.72 of respondents in Turkey and 19.05 % of them in Spain have evaluated the 
situation as average while 27,59 % of them in Turkey made a negative evaluation. Spain has been evaluated as being 
at a more competitive position in comparison to Turkey in terms of the incentive policies of the state.     
According to the evaluations regarding the incentive policies of the state in Turkey it is accepted   that the state have 
introduced incentive-based policies but it is also emphasized that those policies are insufficient.  The underdeveloped 
regions of Turkey which have a potential for tourism have an insufficient infrastructure in terms of both quality and 
quantity. It has been stated that the number of the airports for both domestic and international flights must be increased 
in order to develop the means of transport in Turkey and incentive measures must be introduced for facilitating the 
foundation of cheap international airlines or the entry of the already existing companies in that segment into the 
Turkish market in order to attract youth tourism to Turkey. In addition, the importance of making railway investments 
has been pointed out for connecting the different touristic regions through railways to each other together with the 
necessity of the privatisation of the railway networks in the regions where such investments can not be realized by the 
state. The existence of congress and exhibition halls, sports facilities that make it possible to host international 
competitions and big stadiums in the metropolitan cities has been evaluated as a positive factor and the importance of 
increasing their number and quality has been emphasized but the state has been criticized as being rather ineffective 
from the point of view of organizing international organizations. The services provided by the security forces have 
generally been found to be successful but in need of  being further developed.  Terrorist activities have been indicated 
as a big problem with which the tourism sector must cope with.        
It may be said that the policies of the Spanish state to encourage tourism is at a sufficient level in terms of both direct 
subsidies to the tourism companies and the infrastructural and super structural investments that would widen the field 
of action of the tourism sector. The fact that the state subsidies have decreased and taxes have increased as a result  of  
the current economic crisis has been stated to be a significant factor that would have a negative impact on the 
competitive capacity of the country in the future.  Security services of the country have been evaluated to be strong 
satisfying but it was pointed out that more measures must be taken in order to prevent acts of terrorism that are 
committed in some regions of the country. The promotion and publicity activities of the Spanish state have been 
founded to be successful and it was stated that the state expenditures made for carrying out promotion and publicity 
activities in the past period had a big impact on making Spain into a brand as a tourism destination.  It is further stated 
that the country had a successful profile in terns of  the ability to host international organisations, coming out lobbying 
activities and physical investments and the successful results achieved in the international organisations, especially  
sporting competitions, in the recent periods have contributed to the publicity of the country to a great extent. 
3.2.6. Evaluating How Much the Turkish and Spanish Lodging Industries Are Affected by the Chance Factor 
and Comparing the Effect of Chance Factor on Competition 
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Turkish and Spanish Lodging Industries were studied with respect to chance factor,. Turkey was found to have a 
positive view with a percentage of 13,79%, and Spain was found to have a positive view with a percentage of 14,29%. 
Turkey was evaluated to be of average level with a percentage of 44,83% and Spain was evaluated to be of average 
level with a percentage of 66,67%; Turkey was evaluated to be of negative level with a percentage of 41,38% and 
Spain was evaluated to be of negative level with a percentage of 41,38. The responses received were interpreted to 
reveal a disadvantageous state for Turkey and Spain with regards to the effect of  the chance factor in competition.  
there has been a tendency towards a positive effect owing to the internal conflicts, economic crises and sudden 
negativities experienced in competitor countries and tourism regions.  
linked to investments and advertisings. Moreover; that the economic crisis gave harm to country against the fast 
increasing demand for tourism in the world was stated to be a negative state for the chance factor.  
RESULT AND SUGGESTIONS 
This study tried to determine the competitive power of Turkish Lodging Industry. The leader country in tourism, Spain 
was elected as the model country for comparison. A comparative analysis was perfor
was used. Within the scope of the determiners found within the framework of the model, significant similarities and 
differences between the two countries were found, and suggestions were developed to improve Turkish lodging 
industry and to eliminate the defects. The result of the survey analysis performed within the framework of diamond 
mode  
 As Turkey mostly had a general view with respect to qualified work power, natural and cultural places, 
communication systems, substructure sources, capital structure, universities, research institutions and modern 
transportation systems; it was evaluated to have a positive competitive power as for factor conditions.  
 The structure and compound of demand in domestic market, the extension and growth structure of internal 
demand, the mechanism the structure of preference in internal demand is reflected on external markets, the 
development and innovation in companies all found to be indicators of the fact that Turkish lodging industry has a 
competitive power. 
 Industrial ingredients, and general structure, the strategies used, the structure of domestic market, data obtained 
within the context of branding were all of high level which revealed that the Turkish lodging industry had a 
positive view in terms of structure and competitiveness.  
 With re
effective inputs, availability of concerned and supportive institutions and accumulation level, Turkish lodging 
industry was found to have competitive power.  
 Besides the 4 basic competition determiners of the Diamond model, with regards to the chance factor expressed to 
be externally influential, Turkish lodging industry was stated not to have a competitive power butt this had a 
positive effect on the 
Lodging Industry had a competitive structure in the international tourism market within the scope of the 
interactions of other factors.  
Turkish Lodging Industry, which appeared to have a positive view within the framework of the ingredients of the 
Diamond model, showed some defects and weaknesses in the responses received. In order to gain a more 
competitive position, some factors shall be improved and some deficiencies shall be eliminated to provide a 
country-wide competitive power instead of development in only particular regions. The comparison made 
between the leader country, Spain and Turkey also supported this idea. Within the context of the sub parameters 
determining the competition within the diamond model, Spain was found to have a more competitive position in 
general. The result of the comparison with Turkey also supported this.  
Turkish Lodging Sector has a competitive structure. On the other hand, when the significant similarities and 
differences between the two countries and the results of the responses received  are analyzed; it is seen that; in 
widespread in the country and the deficiencies revealed by this comparison shall be eliminated. The suggestions 
developed regarding the chances and risks of Turkish lodging Industry within this context, are given below:  
 Insufficiency of applied practices and English language trainings given in tourism training institutions shall be 
met through completing physical opportunities and cooperating with the private sector.  
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 Preservative and regulative policies intended for trained and qualified work power in tourism industry shall be 
applied; break ups from the industry and decrease of the service quality in hotels shall be prevented. 
 
attractions. These shall be preserved and made available for visiting. Types of alternative tourism shall be 
studied for applicability; the qualified ones shall be supported through sub and super structures.  
 Local information technologies shall be developed in order to decrease the high costs of information 
technologies products used in the sector. And they shall be preserved with copyrights.  
 The insufficient sub structural conditions in developed cities shall be renewed. The problems in electricity, 
water, sewage systems and traffic shall be minimized. 
 In underdeveloped regions which have a potential for tourism, the sub structural investments shall be 
completed. As for the super structural investments of the private sector, the incentives and measures needed 
shall be taken. 
 Railways, highways and airways transportation systems shall be enhanced and extended to the whole country in 
a qualified and integrative way. 
 Foreign tourism demand which is controlled by the international tour operators that are mainly in the hands of 
foreign capital shall be taken under domestic control through supporting the local tour operators. 
  Youth tourism shall be attracted to the country through providing necessary incentives and supports to make 
the international airlines take Turkey into the scope of their destination points.  
  Without waiting for a full membership to the European Union, necessary regulations shall be made to enable 
the EU citizens to visit Turkey without a passport or visa. Thus, the advantage of Spain which is expressed by 
Turkey, too.  
 The amount and quality of the harbours and yacht marines shall be increased and they shall be advertised in the 
international arena.  
 The touristic offers in Turkey shall be made attractive for foreigners with regulations that are in harmony with 
the Turkish culture and expectations.  
 
overseas advertisings.  
 The measures for preservation and safety in tourism regions shall be increased. Negative cases shall not be 
exaggerated in the media in a way that could harm the international image. Rather, they shall be published in a 
reasonable way.  
  
 The demand loss experienced owing to the fact that the rate of foreign citizens to participate in tourism began 
to decrease due to global economic crisis and they began to prefer closer destinations shall be minimized 
through providing economic transportation opportunities.  
 The number of high quality sports centres and stadiums shall be increased to be able to host international sports 
organizations. Within the context of related federations, the government shall take a more active role in order to 
be elected as the host country of these organizations.  
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